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Q Proving the effectiveness of TV advertising in a fragmented digital world. 
Marketing mix modelling technology by marketingQED 


Background 


With the proliferation of digital media outlets and thus new ways to spend marketing budgets, clients demand reliable ROI indicators 
for their campaigns. The need to go beyond the traditional media KPIs to determine the real impact of marketing requires mix 
modelling analysis that can prove the power of TV in terms of sales and profits. 


TV’s brand building power in digital times is more important than ever. Good TV campaigns have excellent recall results — even with 
digital natives — whereas the overwhelming majority seem to struggle remembering just one online ad. TV creates the all-important 
stimulus that triggers digital activities. With all the digital hype, we often seem too to forget that offline activity can be clearly seen to 
drive online traffic. 


To prove this with thorough analysis and data advertisers can understand, a marketing 

r mix modelling is needed. However, it tends to be costly, time-consuming and requires 

ma rketing (ep) econometric expertise beyond the scope of media sales experts. The ideal analysis 

would demonstrate clearly to the client that for €1 spent on TV, his ROI is €1.3 for 

EFFECTIVENESS TECHNOLOGY example. At egta’s Marketing & Sales Meeting in Reykjavik, a technology partner 

presented a software solution addressing exactly this issue: marketingQED uses data 

visualisations and advanced analytics to show when and where client’s marketing 

activities are most effective, giving the client the power to adjust and forecast accordingly. Armed with sales data and details of 

recent marketing activities, QED software can run thousands of potential marketing mix models, providing a clear ROI picture and 
workable strategies for the future. 


A concrete example 
If marketingQED’s technology is used to analyse an FMCG client, for instance, the following elements are evaluated: 


e Which activity has had a significant impact on sales during the last two years? 
e How big was the impact? 
e What was the ROI of a given activity? 


In this particular case study, the analysis focused on media category, comparing the effects of TV vs. radio, print, OOH and digital. 
Of course, a deeper scrutiny can be made, by using more granular criteria such as channel placement or day-part mixes with very 
quick results. This analysis, carried out with marketingQED’s marketing-mix-module - modelQED, found that TV is by far the biggest 
contributor to sales (14.9%). It also provides insights on how the TV investments can potentially be optimised to offer a marginal 
profit ROI. 
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Independent Name wv Radio Online Total 
Return 
| Units Contributed 29.607,41 1.404,92 18.006,47 49.018,79 
|% Units Contributed 14,90% 0,71% 3,06% 24,67% 
Value Contributed 2.960.740,64 140.492,05  1,800.6%,76  4.901.879AS 
Gross Profit 888.222,19 42.147,61 540.194,03. 1.470.563,83 
GRPs GRPs. Impressions aja 
3.441,00 439,00 583.540,82 n/a 
145,31 45,56 0,17 n/a 
500.011,71 20.000,00 100.051,94 620.063,65 
388.210,48 22.147,61 440.142,09 850.500,18 
5,92 7,02) 18,00. 7,91 
1,78. 211. 5,40 237 
244 0.41 11,93 3,91 
0,73 0,12 3,58 4,17 
16,89 14,24 5,56 12,65 
0,97 244,50 8,38 25,60 
8,60 3,20 0,03 0,08 


Ranked Overall % Contributions Of Total Volume Sales 
Ranked Overall % Contributions Of Total Volume Sales For Periods From 29.08.2011 To 23.12.2013 Inclusive 


Weighted Average Price 
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Finally, the data also showed that TV was the medium with by far the highest response curve, leading to the conclusion that the 
client’s initial thought to cut 30% of the TV budget and re-assigning it to digital (online) wouldn’t be an efficient strategy. Although 
the digital contribution could certainly be increased with a massively higher budget, it still couldn’t compensate the resulting loss of 
TV-impact. 
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Ail Advertising Response Curves 
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Why does it matter to egta members? 


In a digital world of accountability, being able to determine the real impact of marketing and advertising is extremely helpful and 
demanded by clients. It goes way beyond the usual media KPIs they request. If media owners can establish the proper causality 
between activities and results, they can effectively prove the power of TV in comparison to all other media activities. A tool such as 
this one can and should of course also serve to help clients decide on their media mix beforehand and optimise their cross-platform 
campaigns. Multimedia sales houses can therefore secure a good ROI for clients campaigns running on their channels, and 
adequately suggest investments to strengthen the campaigns with extensions to their other platforms such as online or radio. 


© Background info 


Please click on the links below to access the relevant documents: 


» Presentation of marketingQED from Marketing & Sales meeting in Reykjavik 
(for egta members only - you need to be logged in to access the file) 


Please click here for the presentation 
Please click here for post-event report with direct link to video 


» marketingQED website (please click here) 


» Need more information? Contact Andreas Hofmaier 
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